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BOTANICAL DECORATING CO. NATIONAL CARD, MAT & BOARD CO. | 


319-327 W. VAN BUREN STREET 4318-36 CARROLL AVENUE 
Artistic Decorations and Artificial Flowers Showcard Boards—Mat Boards 











THE KOESTER SCHOOL WESTERN FELT WORKS 
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Correspondence Instruction Felt for Display Use 




















MESSMORE & DAMON, Inc. MILEO’S MANNEQUINS 
Creators of Mechanica! Displavs for Show Window 


New Line of Famous Composition Figures—Many New and 
and Advertising Purposes 


Original Models—Visit Our New York Studios 














404-408 W. 27TH STREET MILEO—44 EAST 8TH STREET 
J. R. PALMENBERG’S SONS, Inc. EINSON-FREEMAN CoO., Inc. 
Display Fixtures and Mannequins Lithographed Window and Counter Displays 
Complete Display Equipment for National Advertisers 
89 WEST THIRD STREET STARR AND BORDEN AVES. 


LONG ISLAND CITY, N. Y. 
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Title Registered U. S. Patent Office 


DISPLAY’'S 


Volume XXII Number 3 


COVER 


T. Willard Jones has gone Continen- 
tal with a vengeance. The front cover 
illustrates one of his recent, Spring 
shoe displays. As announced else- 
where in this issue, Mr. Jones was 
awarded January possession of the 
Shreveport Display Men’s Club Loving 
Cup, which is being rotated among 
Shreveport displaymen for each 
month’s best display. ... We suggest 
that you study Mr. Jones’ shoe dis- 
play, paying particular attention to 
color contrast, balance of display de- 
sign and fixtures, fiixture design and 
angular arrangement of fixtures as well 
as ‘merchandise. Notice, particularly, 
the placement of light shoes in front 
of black portions of the background 
and black shoes in front of light por- 
tions of the background. . .. Mr. 
Jones directs the displays for The 
Phelps Shoe Co., Ltd., Shreveport, La. 
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“DISPLAY MUST BE STRESSED 
CONSISTENTLY, AS THROUGH 
IT, PERHAPS AS MUCH AS ANY 
OTHER ONE THING, POOR BUSI- 
NESS MAY BE MADE FAIR AND 
FAIR BUSINESS MAY BE MADE 


GOOD.” 
LEON MANDEL. 


THE DISPLAY PUBLISHING 
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Copies, 30c each. For Sale on News 
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1922, at Postoffice at Cincinnati, O., 
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WALL BOAR D 


¢ TUBES 


FOR MODERN CREATIONS IN 
WINDOW DISPLAY 
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Make the 
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Display them on 





OSIERY is perhaps the most carefully selected 

accessory in milady’s wardrobe. And _ the 

store that can attract the hosiery business of its com- 
munity is indeed most fortunate. 


Live merchants everywhere, therefore, should spare 
no effort in making their hosiery displays particu- 
larly attractive, both in show window and on store 
counter. 


FAIRY FORMS constitute the long-sought-for solu- 
tion of hosiery display problems. They enhance 
quality and appearance on their life-like forms. 


Write today for free booklet and prices if your job- 
ber cannot supply you. Shoe Form Co., Inc., 


Auburn, N. Y. 
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Powerful Eye Appeal 


Since the inauguration of the display window no 
style of background design has been so dynamic, so 
beautiful, yet simple, as the new mode shown in the 
illustration above. Fifth Avenue and State Street 
display managers are shouting their approval for 
CLEVELAND WALL BOARD TUBES—so easy 
to use, so simple to install—yet only slightly affect- 
ing their appropriations. 


Economical 
4 
STANDARD S ETS 


1 2 


Assortment of eight tubes 
(diameters 1”, 2”, 4”, 6”, 8”, 
10”, 12”, and 14”) in six-foot 14”, and 16%”) in six-foot 
lengths—$4.85 f.o.b. Cleve- lengths—$6.65 f.o.b. Cleve- 
land. land. 


3 “ 


Same as set No. 2, but in Assortment of five tubes (di- 
nine-foot lengths—$9.90 f.o.b. ameters 4”, 6”, 8”, 10” and 
Cleveland. 12”) in three-foot lengths 
with ten discs, 2 of each di- 
ameter—$3.25 f.o.b. Cleveland. 


Assortment of six tubes 
(diameters 6”, 8”, 10”, 12”, 


Additional Discs 


Diameters: 4%4”....... 3c each Diameters: 1234”..... 8c each 
Os a: 4c each MA «sce lle each 
Le: er 5c each 1634" 603: 14c each 
GO sacar 6c each Sold only in dozen assts. 


Write for complete details and suggestions 
for uses of tubes 


MUTUAL SALES CO. 


310 LAKESIDE AVE. 
CLEVELAND - - - - OHIO 


National distributors for CLEVELAND display tubes 
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The Fabric Situation 








—Background in dull shades of 
green; blue drapes; blue felt floor. 
Fabric, green and white printed 
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By MALCOLM J. B. TENNENT 
DIRECTOR OF DISPLAYS 

MEIER & FRANK COMPANY 
PORTLAND, OREGON 


silk with yellow and white flannel— 
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Is WINDOW display getting away from displaymen? Is 
the the job of successfully merchandising a stretch of win- 
dows day after day, week after week, month after month and 
year after year becoming more difficult? Are style windows 
“passing out of the picture?” Is simplicity of window mer- 
chandising effects to be desired? ... These four questions 
are of paramount importance so far as the job of successfully 
merchandising today’s windows are concerned. But, are dis- 
playmen giving these four display factors due consideration? 
Are they measuring their displays by such standards? 

The window job that I did yesterday is quite different 
from the job my windows are doing today; from the job my 
windows will be doing tomorrow. We are living in a 
civilization requiring change. People either understand 
change or give it very little consideration. As_ the 
job of merchandising windows requires constant change, I 
believe my analysis of today’s display problem will prove 
interesting and helpful to many displaymen. 

IS WINDOW DISPLAY GETTING 
AWAY FROM DISPLAYMEN? 

We go to the theatre for relaxation and amusement, but 
would the theatre secure our patronage if they presented the 
same program week after week? We buy new clothes every 
season, not necessarily because our clothes are worn out but 
because styles have changed, colors have changed, patterns 


have changed. Why go on enumerating the reasons for suc- 
cessful merchandising? You know them, but are these same 
fundamentals always applied to display? 

Personally, I think it is appalling the apparent lack of 
display originality—display newness, should you choose. 
Display originality can well be cited in the example of these 
five fabric or drapery displays. I am not saying that these 
ideas haven’t been used before, they probably have, but, and 
I believe you will agree, these five displays have been mer- 
chandised along lines quite different from the “cut and dried” 
fabric window of tee stand drapes, roseites and loops. These 
five fabric windows were merchandised for opening displays, 
true, but our heavy fabric displays follow the same lines of 
creative display. 

Window display isn’t getting away from window con- 
scious displaymen. Creative displaymen will always have 
the situation in hand. The successful displayman is the man 
who is not afraid to try new things; the man that knows the 
display game and is capable of making it work for him. 

IS WINDOW DISPLAY BECOMING 
MORE DIFFICULT? 

Creative window display has never been easy. Creative 
work of any kind is difficult but it is in the successful crea- 
tion of ideas that the individual can best realize the full 
measure of his ability. One of the most gratifying incidents 
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that can happen to a display executive following the open- 
ing of a set of windows is not, “Aren’t they beautiful!” but 
Aren’t they different!” When the displayman can combine 
beauty, originality and simplicity, his displays are certain to 
be different. I often think too many disp!aymen strive for 
the beautiful and grotesque raiher than the simple and 
original. 

These fabric windows aren’t necessarily the most beau- 
tiful fabric windows ever created. I have merchandised 
many fabric displays that I believe were more beautiful, and 
I imagine that many other displaymen have merchandised 
fabric displays that were every bit as lovely as these. I 
think, however, that these displays stand a little apart from 
any I have produced in the past. They were successful! 

They sold fabrics because the observer was conscious of 
fabrics when each window in particular was viewed. I have 
“trimmed” fabric windows that have told an entirely different 
story, a story attempting to secure customer interest by diffi- 
cult and complex effects; a story that always leaves the cus- 
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tomer a little confused; a story that never quite tells its 
story. 

ARE STYLE WINDOWS “PASSING 

OUT OF THE PICTURE?” 

We hear style on every side. We read about style, yet do 
our windows reflect and express style? Some displaymen 
have created a certain window style for their organizations, 
and while it is far better for a store to reflect a definite per- 
sonality, I feel that too much personality is sometimes detri- 
mental. I think windows should reflect an organization’s 
aggressiveness, and to do this, style must be maintained. 

Just as it is “smart to be thrifty,” so must it be “smart” 
to shop in your store. Smartness can be retained just so 
long as it is smart, as it is different, creative, original. We 
like the new, but let that newness wear off and we look for 
“new worlds to conquer.” The new generation has proved 
time and time again that what was good enough for the 
“grown-ups” isn’t good enough or fast enough or modern 
enough for them. The best idea I can think of at the present 


—Light grey background; win- 
dow floor of grey felt. Floral 
design in yellow and green 
crayon. Title of display, “Sap- 
phire and Saffron.” Fabric, 
printed roshanara crepe in 
navy and white, brown and 
white and a bolt of lacy wool 
in orange— 


—Light grey background; win- 
dow floor of grey felt. Floral 
design in lilac and green. Title 
of display, “Lilacs and Lustre.” 
Fabric, imported embroidered 
organdy in green and pink— 
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—Background in dull shades 
of green; blue drapes; blue 
felt floor. Display features an 
Oriental rug and two pieces of 
drapery material— 


—Background in dull shades 

of green; blue drapes; blue 

felt floor. Display features 

damask draperies in shades of 
green— 


time that adequately covers this condition is, “A Store that 
is as old as the moment, and as modern as the mode.” 

The most successful windows will be those best express- 
ing fashion. If “it’s smart to be thrifty,” make your windows 
express thrift; if it’s smart to be stylish, make your windows 
express style; if it’s smart to be modern, make your’ windows 
modern; if it’s smart to be Continental, make your windows 
Continental. 

heory that fashion is only for those with means has 
been proved right just as frequently as it has been proved 
wrong. There is a constructive answer for every argument. 
With the modernization of every mode of living making ever 
greater strides in the education of the masses, even the last 
forte, ignorance, is crumbling rapidly before style. Cost will 
always remain a factor, but that cannot keep people from 
wanting the better things; and I am told that if we want 
something bad enough, we will eventually realize that desire. 
IS SIMPLICITY OF WINDOW 
EFFECTS TO BE DESIRED? 

Simplicity is a style word that is usually misunderstood. 
Simplicity to most people, and to displaymen in particular, 
means “ordinary,” but the real meaning of simplicity is 
“clearness,” “plainness” and “artlessness.” 
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By clearness is meant “the method of merchandising win- 
dows whereby the display results in merchandise clearness, 
merchandise expression, merchandise presentation. The use 
of goods must be clear; the fashion points of the goods must 
be accentuated; the quality of the goods must be expressed, 
its color, definite. I could enumerate other factors making 
for the presentation simplicity of goods in the show window 
but I think my point is appreciated. The artlessness of 
displays does not mean the elimination of decorative effects, 
rather, the elimination of decoration from decoration. We 
will always have decoration in window displays; styles and 
types’ of decoration will vary, but the windows best ex- 
pressing simplicity of effects will be those windows where 
merchandise and decoration are in complete harmony. 

We cannot say that these five fabric windows are laden 
with decoration. Quite the opposite is true, but the decorative 
effects secured results in merchandise accentuation—you are 
aware of the decoration but you are actually conscious of the 
merchandise. It is this type of decoration that best ex- 
presses simplicity. Successful indeed is the displayman 
whose window presentations reflect creativeness, directness 
and simplicity. These three window words are inseparable. 
They make for modern window merchandising. 





WESTINGHOUSE BUILDS 
RADIO PROGRAM AROUND 
PROVEN ELEMENTS OF SUCCESS 


By J. G. BAIRD 


WESTINGHOUSE ELECTRIC 
AND MANUFACTURING CO. 


PITTSBURGH, PA. 


Any sponsored radio program is, of course, a form of ad- 
vertising. Like all advertising, if it is to maintain a perma- 
nent position on the advertising budget, it must demonstrate 
its worth by paying its way with a profitable volume of sales. 

In the development of commercial radio programs there 
are two distinct problems: First—the radio program itself 
must win an enthusiastic audience; second—the program 
must be commercialized to convert this audience of passive 
listeners into active buyers. Each problem requires dis- 
tinctly different ingredients in its solution yet, to be most 
successful, the two elements must blend into a harmonious 
unit. 


It was with this conception of the problems of radio ad- 
vertising that Westinghouse began the development of a 
chain program. It was only after they had been convinced 
that they had developed the nearly perfect program that they 
decided to go on the air. The program resulting from their 
months of careful study is “The Townsend Murder Mystery,” 
a new thriller especially written for Westinghouse by Octa- 
vus Roy Cohen. It went on the air on February 14, and con- 
tinues three times each week for a period of eighteen weeks. 


TWO SUCCESS ELEMENTS 


A survey of most popular radio programs shows that the 
outstanding successes were those that presented either mys- 
tery or negro comedy. “The Townsend Murder Mystery” 
includes both of these elements—written by an author whose 
success with these two elements has already secured for him 
an audience of millions of admirers. 


Most of his detective stories have featured a unique char- 
acter of his own creation—Jim Hanvey—“the laziest and best 
detective in the world.” His books and short stories on 
negro life have proven Cohen a master with the finest type 
of native negro humor. 


The story of “The Townsend Murder Mystery,” built by 
Octavus Roy Cohen around characters he has already made 
famous would be, in novel form, a “best seller”—but the 
presentation of this story over the air presented a difficult 
problem. 


DISPLAY WORLD 


Who Killed 
John Prosser? 













LAUGHTER 

in j 
“THE TOWNSEND 
MURDER MYSTERY” 


17 
OCTAVUS ROY COHEN 


PRESENTER BY 


tinghouse 


WITH “A CAST OF 
BROADWAY STARS 


OVER A COAST-TO-COAST 








i COM E IN: : : Get Free “Clue Sheet™ 
TUNE IM EVERY TUESDAY - THURSDAY - SATURDAY EVENING) 





WRITTEN FOR RADIO 

When Mr. Cohen was approached on the subject, “The 
Townsend Murder Mystery” had not been written. Its skele- 
ton had been complete and had been sold to one of the 
nation’s leading magazines for use as a serial. A release on 
the story was secured from the magazine, and Mr. Cohen 
began the job of writing the story for presentation over the 
air. “The Townsend Murder Mystery” is the first complete 
detective novel ever prepared by any famous author espe- 
cially for radio presentation. 

The story will be unfolded during 15-minute broadcasts 
on Tuesday, Thursday and Saturday nights each week for 
eighteen weeks. The possibility of holding the attention of 
the radio audience through a series of fifty-four broadcasts 
before the mystery, which develops in the first broadcast, is 
solved, was admittedly problematic. Mr. Cohen has elimi- 
nated this contingency by the introduction of an ingenious 
series of minor mysteries, the solution of which leads to 
the discovery of the murderer. 


DETECTIVE ASKS AID 

It is in connection with these minor mysteries that one of 
the outstanding commercial features of the program is in- 
troduced. The problem to be solved is presented to the 
audience, not as part of the commercial announcement, but 
as part of the drama in a way they will not resent. Jim 
Hanvey, the detective, will explain the problem with which 
he is confronted and will discuss all evidence and clews that 
might lead to its solution. He will ask the audience to help 
him work out the problem. 

During the two weeks following this announcement, addi- 
tional evidence will be uncovered during the six broadcasts. 
At the end of the broadcasts the audience will be invited to 
write direct to Jim Hanvey telling him their solution of the 
problem and explaining the deductive reasoning by which 
their solution was developed. The winning letters will be 
chosen personally by Octavus Roy Cohen, and 136 prizes 
will be awarded. These prizes consist of Westinghouse 
household appliances, including a refrigerator, range, vacuum 
cleaner, washing machine and so on through the complete 
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line. Seven of these contests will be held. A total of 952 
prizes will be awarded. 

This prize contest, added to the interest assured by the 
name Octavus Roy Cohen, guarantees a tremendous audi- 
ence over the thirty-five stations that are being used on the 
coast to coast chain. The contest is Westinghouse’s assur- 
ance that this audience will be very much interested in West- 
inghouse appliances. They will be interested to the extent 
that thousands of them will expend considerable effort on 
the solution of the mysteries with the hope of winning one 
of these appliances. The effort of this influence on their 
buying habits is apparent. The name Westinghouse will be 
uppermost in their minds on the purchase of any household 
appliance which they may need—not only during the period 
of the contests but long after the program is ended. 


SEE YOUR DEALER 

As a special inducement to bring these prospective buyers 
into the stores of their neighborhood Westinghouse dealers, a 
“clue sheet” has been prepared. Although this sheet can be 
obtained by mail direct from Westinghouse at East Pitts- 
burgh, the audience is particularly urged to secure clue 
sheets from their neighborhood dealers. These sheets give a 
description of each character in the play, the layout of the 
house and grounds where the murder is committed, a resume 
of the problem, and the clews with which the solution of the 
mystery is begun. 


FREE DISPLAY MATERIAL 

As a further means of translating the interest of the radio 
audience into an urge to buy—Westinghouse appliance deal- 
ers are being supplied, free of charge, with display cutouts, 
in full color, of Jim Hanvey, the detective, and Jasper 
DeVoid, his colored handy man and helper. The displays 
come in a large size for use with refrigerators, washing ma- 
chines, vacuum cleaners, ironers and ranges, and in a smaller 
size for use with irons, toasters, and other small appliances. 
A complete series of separate cards are provided so that the 
dialogue on the display can be changed to suit the product 
with which it is used. 


—Giant “News Bulletin” poster 
measuring 24x28 inches giving 
facts about the program— 


[THRILLS AND LAUGHS! 


9 “THE TOWNSEND 
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Another important display piece furnished the dealer is a 
24x38-inch window poster giving, in a dramatic and interest- 
ing way, the facts about the radio program and showing the 
station on which the program is broadcast locally. As a con- 
tinuous reminder of the broadcast a two-color correspond- 
ence sticker is provided for use by dealers on letters, in- 
voices, and mailings of all kinds. The series of minor mys- 
teries throughout the program, and the complete method of 
identifying appliance dealers everywhere with the program, 
is an assurance of a large and interested audience, and that 
the audience is absorbing, to the fullest extent, the sales mes- 
sage that Westinghouse has to tell. 

TWO DEALER CONTESTS 

Another, and still more unusual feature, of the program 
are the special contests for retailers engaged in the sale of 
Westinghouse appliances. There are two of these contests. 
The first was for the opening broadcast only and was designed 
to interest dealers in the radio program itself and to impress 
on them the value of the program in helping them to make 
money by selling Westinghouse appliances. 

This contest is built around the fact that a new national 
Westinghouse slogan will be used for the first time during 
the opening broadcast. Retailers are asked to write a letter 
identifying the slogan and telling why they liked it. Twenty 
beautiful watches are being awarded to the winners of this 
contest. 

Contest number two is designed to maintain the interest 
of dealers through the complete series of broadcasts. This 
contest is for a letter giving the number of times the slogan 
was quoted during the fifty-four broadcasts, and telling how 
the writer used the slogan to sell Westinghouse household 
products. 

The first prize in contest number two is a Pontiac Sedan, 
the second prize is a Plymouth Sedan, the third winner will 
receive a Ford Sedan. The next fifty prizes will be auto- 
graphed copies of “The Townsend Murder Mystery,” which 
will be produced in book form at the conclusion of the series 
of broadcasts. 

(Continued on page 32) 


—Stickers for use on correspond- 
ence, invoices, etc. These are 
printed in two colors— 


. 


—Small size cut-outs are to be 
used with small appliance dis- 
plays. Special cards carry differ- 
ent dialogue for each appliance— 


Lee ‘Westingh< MLSE 






MURDER MYSTERY” 
BY 


PRESENTED BY 


1) Westinghouse 
i OVER WJZ AND 
WBC NETWORK 





AND SATURDAY NIGHT 
TUNE IN! 
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« —_——— 
QCTAVUS ROY COHEN 


MURDER MYSTERY 


—tLarge size cut-outs are to be 

used for’ refrigerator, range, 

washing machine and ironer dis- 

plays. Displays are reproduced in 
full colors— 
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WE DIDN’T BELIEVE IT EITHER! 


BUT OUR STAFF OF OUR PLEASURE TO 

BUYERS BROUGHT SHIRTS OFFER YOU THESE 

OUT THEIR FIGURES PRE-SHRUNK AND 

AND IT BECOMES AT VAT-DYED SHIRTS 
| 98c¢ 
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Tue year advances! The merry month of May finds itself 
under consideration, and it suggests several definite display 
promotions. The month of May feels that success in window 
presentations will come through originality of idea and domi- 
nance of merchandise. These two fundamentals, we believe, 
have been accentuated in each of the three merchandise dis- 
plays pictured this month: “We Didn’t Believe It Either!” 
“So You’re Going To Have a Baby!” and “New Spring 
Accessories.” 


WE DIDN’T BELIEVE 
IT EITHER! 

Buyer’s sales are not new, but the display technique sug- 
gested for this display is. The idea is as old as the hills, 
so ordinary in fact that no one has ever thought of a display 
or advertisement depicting the sales meetings of the indi- 
viduals responsible for the selection of merchandise. Our 
idea suggests just such an event—buyers going over their 
purchase sheets—with the goods under consideration actually 
displayed in the window. The features of the goods will be 
announced and discussed on each display panel. It doesn’t 
matter what line of good is shown, the set-up suggested for 
the shirt display can be followed. For ready-to-wear or 
clothing, if forms must be used, remove the two end panels 
for space for forms. The center panels will be merchan- 
dised flat. 


SO YOU’RE GOING TO 
HAVE A BABY! 

Don’t you get tired of seeing the same old “baby” win- 
dows. It seems as though every baby display looks the same 
—a drape of pink or blue georgette crepe, baby furniture and 
a lot of baby clothes scattered all over the window. The 
presentation suggested here changes the entire scheme of 
things. Space is arranged at each side of the window for the 
showing of furniture items—large items on the window floor 
and smaller items above on the shelves. The three shelves in 
the center of the window are for the showing of accessories; 
the middle shelf for underwear and small garments; the bot- 
tom shelf for large garments and merchandise like blankets, 
quilts and layettes. The most effective presentation of the 
idea would be to devote two windows to the display, one 
to be worked out in pink, one in blue. The background cap- 
tion would be, “So “You’re Going To Have a Boy!” and 
“So You’re Going To Have a Girl!” 


MODERN ENSEMBLE PANEL 

The ensemble panel design at the bottom left, is just a 
simple idea that could be developed very effectively for 
Spring displays. Reproducion should develop simple color 
harmony effects like silver and grey, cream and yellow, pink 
and rose. Simple color harmony is recommended because 
the design is modern, and if strong contrasts are effected, the 
design will become too prominent. 


NEW SPRING ACCESSORIES 

An accessory display that can be enlarged for a complete 
window or condensed for a unit display is suggested. You 
will have many accessory displays this Spring. Some will 
be devoted to one line of goods, others to general lines like 
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Windows-in the Merry 
Month of May 





the display suggested here. This trim is developed around 
a center panel idea of a figure holding a panel on which the 
various accessories are named. Immediately in front of this 
panel are seven additional panels that display the acces- 
sories. 


DECORATIVE ENSEMBLE PANEL 

A modern, decorative ensemble panel design is suggested 
at the lower right. It introduces the use of a cut-out, grill 
effect, design. The grill design suggests the idea of new 
Spring leaves, yet a flower design could be substituted. Like 
the ensemble design on the left, keep the reproduction of this 
design in pastel colors. 


FIXTURE SET-UP 

The fixture set-up ideas this month are extremely simple. 
All three merchandise displays suggest the use of merchan- 
dise panels for the displaying of the goods. Where ready- 
to-wear and clothing are introduced into the display, par- 
ticularly the “Buyer’s Display,” the end panels will be re- 
(Continued on page 26) 
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Deparrtine for a day from the conventional mysteries of 
window display merchandising, the Kresge Department Store, 
Newark, recently installed four main displays in the front of 
the building in full view of the passing throngs. It was a 
free show and its title was “Our Own Vanities of 1933.” 

The performance was announced the night before by cards 
placed in front of drawn curtains: “Because we believe that 
everyone likes an occasional peep backstage, we invite you to 
watch us merchandise some unusual window displays at 11 
a. m. Friday.” The theatrical appearance of the curtained 
windows proved so intriguing that crowds formed on the side- 
walk during the evening before the show opened. 

Promptly at 11 o’clock, the curtains parted simultaneously 
in all four windows and the displaymen began their work be- 
hind footlights. The windows, striking in themselves and 
verging on the modern Continental style of display, were de- 
voted to women’s millinery, hosiery and handkerchiefs and 
men’s shoes, mufflers, hats, gloves and canes. In the mil- 
linery window, the spectators saw the trimmers setting up 
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ur Own Vanities 


By A. D. McCAGHON 
PUBLICITY DEPARTMENT 
KRESGE DEPARTMENT STORE 
NEWARK, N- J. 


cylindrical cardboard heads with the latest types of Paris 
hats on top of them. The hosiery window consisted of a 
row of heads and legs—no bodies—and the handkerchiefs 
were shown being worn as part of the winter sports outfit on 
a toboggan slide. 

Another row of cylinder heads with eyes and mouths 
painted on them were used to display derbies, felt hats and 
mufflers. This group of well-dressed men also had hands and 
feet which were placed in grooves on the flat piece to display 
gloves, canes and shoes. One foot on each figure was turned 
upward to show the sole of the shoe. 

It required a little less than an hour to complete the trim- 
ming of the four windows. All the parts were made and the 
construction work done in the display department of the 
store. The flat pieces were made of “Masonite.” Colored 
strips of paper, lacquered and curled, were used on the wom- 
en’s heads to represent locks of hair. 

The following jingles were written to describe the mer- 
chandise on display: 





: 
pS 
FE 
i 





SELEY 


vorsly 














of 
ia 
wf 
gS 
& 
4] 
é 

BS 

ie 





March, 1933 


Hosiery— 
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They also like them white as snow! 


If you haven’t got “Rhythm,” then wear “Duet,” Men’s Wear— 


They’re wisps of chiffon, 
The trickiest shades in hosiery yet! 


They’re glorious on! 
Millinery— 


Look what Paris has done to hats, 
The news is all over town! 

They’re crazy and small, 

They’ve no brims at all, 

And where on earth is their crown! 


Handkerchiefs— 


Winter “sports” applaud with glee, 
Hankies colored brilliantly, 
Though, they say, for “show” or “blow,” 


—Jerome E. Walter, dis- 
play director, Kresge’s, has 
certainly given displaymen 
a new display idea. His dis- 
play conceptions for these 
three presentations follow 
the Continental technique, 
yet they reflect the spirit 
of America— 


—Men’s hats, mufflers, 

gloves, sticks and shoes; 

tams, hosiery and_ shoes, 

and millinery all join hands 

for equal honors in these 

three display arrange- 
ments— 


—The window arches are 
wallboard; the background 
scenic suggestions are wall- 
board, while the figures are 
combinations of wallboard 
and cardboard cut-outs— 





Here are the mufflers he’s mad about, 
Here is the stick for the gaddabout, 
Here’s what he’ll choose 

In hats and shtes 

In prices he’ll be glad about. 

There was no doubt about the public’s interest in this 
“back-stage” event. Crowds large enough to block sidewalk 
traffic assembled to wait for the rise of the curtains, and 
they stayed until the performance was over, in spite of a 
chilling east wind. 

The installations, created under the direction of Jerome 
E. Walter, Kresge’s display manager, marked the beginning 
of a regular store feature. 
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Morris M. Etinson 








Ir HASN’T been so very many years ago when Morris M. 
Einson was considered New York City’s foremost show card 
writer, and when you excelled in anything in New York two 
decades ago you were just naturally famous over the entire 
length and breadth of the country. Reminiscing, as we are, 
we recall that Morris Einson in 1910 was operating his own 
show card shop at 125 Fulton Street. The shop was on the 
second floor, and it was there, in a room about twenty by 
thirty feet in size, that posterity took Morris Einson by the 
hand and whispered these words of wisdom in his ears: “You 
can derive more satisfaction and merit quicker recognition if 
you limit your field of endeavor. Don’t put your goal beyond 
your reach; make up your mind to excel in one thing, then 
go ahead and succeed.” 

Morris Einson followed that advice wisely and well. His 
field of endeavor grew; he left behind the technique of the 
show card production embellished with air-brushed and spat- 
tered scroll designs with such copy as, “The sweetness of low 
price never equals the bitterness of poor quality,” and “The 
memory of quality lasts long after the price has been forgot- 
ten,” and continued his expansion at 813 Broadway. There, 
in a ground floor showroom, equipped with model show 
windows, he exhibited the newest “Einson” products. His 
specialty at that time was “motion displays,” and those he 
had in legion. His fame as a creator of sales-producing dis- 
plays soon reached the ears of advertisers. But advertising 
wasn’t interested in one display or a dozen displays; adver- 
tising wanted fifty or a hundred or a thousand displays. 

Recognizing the opportunity, and again following pos- 
terity’s advice, Morris Einson moved into still larger quar- 
ters. This move took his rapidly growing establishment even 
farther up-town, and West Twenty-ninth Street gave him his 
first lithographic plant. With quantity production assured, 
his pioneering in the national window display field soon 
enabled him to again express the faith posterity had in his 
future. Developments in national advertising displays were 
born over night, and his creative mind ran wild. He was 
continually designing some new idea or innovation to improve 
the durability, practicability and usefulness of national win- 
dow displays. Patent after patent was granted, and it 
has been said that the royalties he receives from his patents 
give him an independent income. 

Expansion again whispered and painted new fields to con- 
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America’s 


Dicture Puzzle King 


tact, so The Einson-Freeman Co., Inc., unmindful of Horace 
Greeley’s advice, “Go West, Young Man!” turned their backs 
on Manhattan, jumped the East River and transplanted their 
rapidly growing lithographic window display Oak in the fer- 
tile soil of Long Island City. “Einson Street,” a street of 
model windows, developed into healthy proportions on one of 
the upper floors of their six-story plant. Advertisers welcome 
this modern addition to display production visualization, and 
their faith in the Einson of 813 Broadway was justified. 


Advertising has, today, in the Einson-Freeman Co., Inc., 
an organization capable of solving the most difficult problem 
of national display. Years of constant study and careful 
development of displays for “Point-of-Sale” presentation has 
made their consideration of this important sales subject the 
consideration of the specialist. While their lithographic plant 
is not the largest in the country, their appreciation of display 
has identified their organization as best qualified to produce, 
year after year, the window display productions for such 
advertisers as Packer’s Tar Soap, Prophylactic products, 
Tung-Sol Tubes, A. & P., Conrad Razors, Cooper Blades, 
McKesson & Robbins, Feen-a-mint, Noxzema, Unguentine, 
Odo-ro-no, St. Regis, Virginia Dare, Valspar, Johnson & 
Johnson, Frens, Norwich, Winchester, Westinghouse, Kolynos, 
Conadwell Laboratories, Squibb, General Electric, Zenith 
Radio, Zinsser, Segal Blades, Arista, Whitney, Citrate of 
Magnesia, Ambrosia, Bausch & Lomb, Puritan products, 
MacGregor Golf Clubs, Chaine d’Ore, Canada Dry, Devoe & 
Reynolds, Singer Sewing Maching, and hundreds of others. 


In speaking of displays, don’t form the opinion that win- 
dow display blankets their activities. Such is far from the 
case. Their consideration of display, other than window dis- 
play sets, embraces window display cards, counter displays, 
interior displays, floor displays, open displays, display car- 
tons, and their unique, patented double tier containers and 
display pyramids. Theirs is an organization that functions 
best when the problem under consideration involves mer- 
chandise sales stimulation. 


But a new chapter in the history of this organization is 
being written. It really isn’t necessary for us to elucidate, 
others have told the story, but believing some few may not 
have heard, we quote. First, from the February 18 issue of 
“The New Yorker;” then, from the February 20 issue of 
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“Time” .... (Posterity has had a “gameful” way of showing 
the Einson-Freeman Co., prosperity’s corner). 
JIGSAW CRAZE—“THE NEW YORKER” 

“A man who was guided safely through one of the big 
jigsaw puzzle factories has told us of the trip. The story 
involves a lot of big figures, all the time growing bigger. 
When he was there last week (it was the Einson-Freeman 
plant in Long Island City), they were getting out around 
three-million cardboard puzzles a week. Probably by now 
it is five-million—that was their own prediction, made quite 
calmly. All these puzzles are the cheaper kind, selling for 
ten, fifteen, twenty-five and thirty-five cents on newsstands, 
or handed out with toothbrushes, boxes of biscuits, etc., free. 

“The jigsaw craze has been on really for about two years, 
and gets involveder and involveder. Back in June, 1931, we 
reported that Parker Brothers, the game-makers, had a hun- 
dred and twenty men who did nothing but saw pictures into 
jigs. These are the more expensive wooden ones, ranging 
from forty to two thousand pieces and selling from sixty 
cents to thirty dollars each. The cutters use hand-operated 
jigsaws to make these. The cheaper ones are turned out by 
machines, which we shall come to. 

“It was the Einson-Freeman Company which started 
the country off on a ‘jigsaw jag’ with the Pro-phy-lac-tic 
toothbrush premium, Last July the toothbrush concern or- 
dered one million copies of a thirty-piece puzzle showing a 
little girl brushing her dog’s teeth. These were given away 
to whoever bought a P-p-l-t toothbrush. Sales increased 400 
per cent in a few weeks. Then Pepsodent, Listerine, Sunshine 
Biscuits, Squibbs, etc., got Einson-Freeman to make them 
some puzzles. 

“Since last summer, the Einson-Freeman Company has 
taken on between four and five hundred additional workers 
to get out puzzles. It’s a cheering sight in these times to 
visit the factory. The process of making a jigsaw puzzle over 
there starts with the selection of a picture. Some are oil 
paintings, some water colors, some pastels. The company 
buys them from different sources, and also has artists who 
work there regularly, turning them out. After the picture 
is selected, it is reduced to the proper size and lithographed. 
Anywhere from sixteen to twenty pictures are lithographed 
on a single sheet of paper. This sheet is then pasted, by 
machinery, on an equally hugh sheet of rather thin card- 
board. That is then placed in a stamping machine which 
presses a steel die down on the sheet, cutting it into pieces in 
a jiffy. A dozen men are kept busy figuring out new ways 
to cut up the pictures. After they complete a design, their 
model is cut up by electrically propelled, but hand guided 
jigsaws, and from the pieces thus produced the dies are made. 
After the puzzles themselves are cut up, they are handed to 
girls, of whom there are over four hundred. They thoroughly 
scramble up the pieces of each design and feed them through 
a small hopper into a cardboard box. These boxes are sealed 
by machinery, and there you are, 

“So far, nobody working at the plant has gone crazy.” 
PUZZLE PROFITS—“TIME” 

“Morris M. Einson of Long Island City, L. I., went 
vacationing in the West Indies, leaving behind him a business 
which had increased its payroll 250 per cent since last sum- 
mer, was making 3,000,000 jigsaw puzzles a week, and had 
become so prosperous that it could retain smart Lawyer 
Mabel Walker Willebrandt to fight the government’s con- 


—tThis is the Prophylactic puzzle that gave 
the Einson-Freeman Company their jigsaw 
manufacturing impetus— 
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tention that it owed a tax of 10 per cent under the new amuse- 
ment excise law. 

“Last week millions of adults bought jigsaw puzzles from 
newsstands, stationers, booksellers, department stores, drug 
shops. Einson-Freeman Company made most of them. Jigsaw 
puzzles have been with United States citizens for two or three 
generations without becoming a fad until clever Morris Ein- 
son sold an idea to Prophylactic Products Corp. last summer. 
Prophylactic offered one of Mr. Einson’s puzzles with every 
toothbrush it sold. A million brushes were sold—and a mil- 
lion puzzles. Pepsodent took up the idea, began giving away 
more Einson-Freeman puzzles which when put together re- 
vealed the faces of Amos ’n Andy and the celebrated Gold- 
bergs.” 

We also gather from “Time:” “In Toronto last week one 
Fred Shipley did a jigsaw puzzle while his apartment burned. 
Forcibly ejected by firemen, puzzler Shipley finished his 
puzzle under a blanket on the sidewalk” .... “In Chicago the 
Century of Progress (World’s Fair) was about to issue an 
Official jigsaw puzzle, picturing a panorama of the fair 
grounds, for twenty-five cents” .... “In Manhattan, speak- 
easy patrons worked feverishly over pictures showing cinema- 
actresses in circumstantial bedroom scenes” .... “Eddie 
Cantor sat up nights writing a jigsaw song.” 

Looking back through the years, we see a very humble 
young man, Morris M. Einson; the man who believed that 
ability and efficiency were the fundamental principles of suc- 
cess; that only the man that could make up his mind to 
“learn” a business and then to “stick” to that business could 
succeed—to start climbing for success at the bottom rung of 
the ladder, ever mindful of the fact that only the “thor- 
ough come through.” Morris M. Einson’s psychology of 
success is the unbeatable kind. Hard knocks were taken on 
the chin all along his climb up the ladder, but each lesson 
learned ever increased his ability to serve the field in which 
he believed. His appreciation of the value of display to sales 
has been demonstrated time and time again. His foresight 
in the development of the Pro-phy-lac-tic puzzle and display 
idea but adds another leaf to his laurel wreath of personal 
worthiness.. From the success of this picture puzzle merchan- 
dising idea Mr. Einson was thrust headlong into picture 
puzzle production with puzzles to retail at astonishingly low 
prices.* Production of these premium and resale jigsaw type 
puzzles in millions has won him acclaim as “America’s Pic- 
ture Puzzle King.” 





*For those who cannot afford to order special subjects, the Einson- 
Freeman Company has- put out a series of very enticing jigsaw 
puzzle premiums with pictures that are reproductions of famous 
paintings. 
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Let’s Falk About Men’s 
Wear Displays 


Tue adaptation of bold geometrical forms, so expressive of 
the Continental window display technique, can be applied to 
their best advantage in men’s wear displays. This new form 
of display is truly representative of good men’s wear mer- 
chandising; but strange as it will seem, while certain men’s 
wear stores have introduced this new type display very suc- 
cessfully, its best and most constant presentation has been 
in ready-to-wear and department stores. This is truly a 
paradox, because Continental displays, as I have just pointed 


out, can be used to their best advantage by men’s wear stores. 


For the past decade, men’s wear displays have used the 
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—Cut-out copy, in the clothing 
display as well as in the acces- 
sory display, will be used to in- 
troduce the season, the price and 
style features. Grey and beige 
could be used to exceptional ad- 
vantage in the production of both 
displays. Metal work will, of 
course, be chromium; back panels 
and trim will be black— 


—The construction of these back- 
grounds suggests the use of any 
of the various type display boards 
—wallboard, upson board, beaver 
board, celotex, ply-wood. The 
background panels can be painted 
or covered with fabrics. Metal is 
suggested for trim effects as well 
as for fixtures— 


By RAOUL AUTHIER 
CREATOR DESIGNER 
STUDIO SIEGEL (PARIS) 
NEW YORK CITY 


medium of walnut, mahogany and other types of wood as the 
most practical background for the display merchandising of 
their goods. It is indeed true that the business man would 
probably resent a too spectacular presentation of the mer- 
chandise he wears; on the other hand, it is also quite pos- 
sible that the constant presentation of men’s wear merchan- 
dise in the same old window settings has become so familiar 
to him that he misses the value of many displays due to 
similarity of technique or monotony of display. We need not 
dwell upon this subject. Everyone recognizes the importance 
of this mechanical age, modern machinery, modern transpor- 
tation and the new methods of living that the twentieth cen- 
tury has forced upon us. Thus, and harking right back to 
my original thought, the Continental technique, expressing as 
it does modern display methods, is best qualified to display 
men’s wear merchandise. 

The display of textiles and furnishings, which is sug- 
gested here merely as an idea, presents this merchandise in 
an entirely different manner. Instead of using the old- 
fashioned bolt drape, fabrics are displayed over three panels 
of various sizes, with each panel placed several inches apart 
for perspective. The fabrics so displayed form an interesting 
departure from the ordinary. The introduction of the cloth- 
ing sketch on the left, and the presentation of several items 
of men’s wear accessories, allows even further introduction 
of the Continental technique. 


The clothing sketch could be reproduced on a background 
panel, or a cut-out could be produced. Copy would be intro- 
duced in the display by means of cut-out letters. Color 
scheme of grey and beige could be used to exceptional ad- 
vantage for spring displays. The accessories suggested for 
this display will, of course, harmonize with the fabrics. 

The Continental background for the accessory display 
follows the same technique of panel displayers suggested for 
the fabric display. The front panel displays pajamas, gar- 
ters and socks, with the back panel affording strong con- 
trast. The pajamas are mounted on boards with the pajama 
pants being pleated for the circular pleated effects. The 
socks are simply hung over chromium rods. 

Good use of either display could be made by the small 
shop or the larger store. Such display presentation will not 
be offensive to the business man. On the contrary, they 
would probably increase his appreciation of modern mer- 
chandising. 

The two backgrounds illustrated this month are not only 
adaptable to the merchandise suggested but can be used for 
almost any line of men’s wear. The technique of the differ- 
ent displays must be left to the judgment of the displayman. 

In the April issue of DISPLAY WORLD, I will discuss 
the possibilities of Continental display merchandising for the 
larger type store. 
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DACKAGING SHOW AWARDS 


—The Wolf Award, O-Cedar Wax 
Cream—entered and used by the 
O-Cedar Corporation; designed by 
Simon de Vaulchier; manufactured 
by The Owens-Illinois Glass Co.— 


DACKAGING SHOW 


O.-cepar Wax Cream, manufactured by the O-Cedar Cor- 
poration of Chicago, was declared winner of the second Irwin 
D. Wolf award for “the most effective package developed and 
placed on the market between January 1, 1932, and February 
15, 1933,” at a luncheon held on February 20 by the National 
Alliance of Art and Industry, which exhibited the winning 
package and more than 200 other entries at the Art Center, 
New York City. 

The prize, a hand-hammered aluminum desk set, was pre- 
sented to a representative of the O-Cedar Corporation at the 
package clinic held in conjunction with the Third Packaging, 
Packing and Shipping Exposition at the Hotel Pennsylvania, 
New York City. The presentation was made by the donor, 
Irwin D. Wolf, Secretary of Kaufmann Department Stores, 
Inc., of Pittsburgh, who is vice president of the American 
Management Association, sponsors of the Packaging Expo- 
sition. 

The winning package, designed by Simon de Vaulchier, is 
manufactured by the Owens-Illinois Glass Company of 
Toledo. Nine of the ten package designs receiving honorary 
awards in the form of certificates are illustrated on this and 
the following pages. Several discussions by members of the 
“Jury of Award” are also included. Honorary awards were 
offered for wood containers, tubes and canisters, but none 
of the entries, in the opinion of the jury, were of sufficient 
merit to receive a prize. In another class, moulded plastic 
containers, no entries were received. The O-Cedar Wax 
Cream package was judged the best in its class of glass con- 
tainers, and then was voted the best of all the 200 entries re- 
ceived. It was judged as outstanding from the standpoint of 
color, design, utility and ingenuity. 





THE WOLF«AWARD 
GLASS CONTAINERS 





FAMILY OF PACKAGES 








—Family of Packages: Carter’s Inks, 
designed by J. Walter Thompson Com- 
pany; used by the Carter’s Ink Co.— 


The purpose of the competition, as announced by the 
American Management Association and the National Alliance 
of Art and Industry, is “to stimulate constructive interest in 
the application of art to the improvement of packages used 
in the marketing of commercial products; to arouse creative 
interest in manufacturers of packages, and to develop in de- 
signers the practical adaptation of the artistic to the useful 
in the packaging field.” 
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Art Blays Its 
Full Role 


Unpovsrepty, the most interesting aspects of the pack- 
ages submitted for the Irwin D. Wolf award were their great 
diversity plus their ingenuity in helping the dealer solve many 
of his most difficult problems. 

It was very evident to all of the jurors that the artists 
engaged in designing of packages have but recently come to 
appreciate the importance of a complete understanding of 
these problems. The practical aspect of this whole question 
of packaging has clearly engaged the attention of the design- 
ers, and in some cases a very happy combination has re- 
sulted—to the ultimate gain of the dealer. 

In the case of the winner and the “runners up” this com- 
bination is most evident. In every case there has been no 
compromise. Art has been given a chance to prove that it 
can play its full role and practicability stands by its side with 
an equally important part—neither has had to give way to 
the other, which surely is as it should be. 

In many cases, however, the jurors were at a loss to ac- 
count for a very different result—where a package started 
out with a brilliant idea that had this fortunate combination 
but failed to succeed because somewhere, somehow it fell 


VISIBLE CONTAINERS 





—Visible Containers: Gnome Cran- 
berry Rye Bread, designed and used 
by Gnome Bakery, Incorporated— 


—Display Containers: Drybak Band- 
Aid, designed and manufactured by 
the Einson-Freeman Co., Inc.; used 
by Johnson & Johnson Company— 


By MARION C. TAYLOR 
PRESIDENT 
THE FASHION GROUP 


down in its aesthetic standing, and fell down so clearly and 
definitely that always the jury wondered if perhaps an alien 
hand had not interfered with the artist’s original idea. 

A beautiful bottle with a very bad label was a frequent 
offender. A color combination that just missed being har- 
monious; typography that was poor and that might so easily 
have been improved. There were so many “almosts” that it 
would clearly seem to prove that there is a great need for 
some “proving ground,” some preliminary jury trial that 
would put these “almosts” into the good class. 

The only other disappointment was the meager showing 
in a few of the classes which seems to prove that there are 
many fields of packaging which still need badly the aid of 
the artist in package designing. 

But the advance made in the current year cannot be too 
highly commended chiefly on the ground that it showed so 
clearly that the artist, the artisan and the seller are gaining 
a mutual respect for one another and arriving at an under- 
standing of one another’s problems which cannot but result 
in a new high standard of packaging which will justify the 
faith and vision of the donor of the award. 
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PACKAGING INGENUITY 


—Packaging Ingenuity: Jenkins 
Blue Target Jar Rings, designed by 
Batten, Barton, Durstine & Osborn, 
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—Shipping Containers: Gairpac 
strawberry shipping case, designed 
and used by Robert Gair Co., Inc.— 


Inc.; used by Jenkins Brothers— 


SHIPPING CONTAINERS 





True Design In 


Dackaging 


Or; THE importance of art in industry it is hardly neces- 
sary today to make any general comments. Surely the influ- 
ence of sound design is so firmly established and has been 
commercially proved in so many fields that it needs neither 
argument nor explanation. 

Yet one’s experience in surveying with a group of jurors 
the entries for the Wolf Award does emphasize the fact that 
many large business organizations are not yet aware of true 
design as a factor in their manufacture and merchandising. 

The majority of the entries were of the traditional school 
insofar as design merit is concerned. Many of them have 
undergone an effort to be modern and original—but the wrong 
fellow was selected to make the effort! 

Nothing can be more painful or futile than a misunder- 
stood application of modernism. Probably the flamboyant 
outbursts in display and packaging did quite as much as mis- 
guided modernism in advertising to kill the movement in this 
country. As you know, we “discovered” modernism in Amer- 
ica after it had been a force in Europe for twenty-five or 
thirty years. Jumping into the discovery for its novelty value, 
thousands of artisans who had neither ability to draw nor 


By HARRY L. GAGE 
PRESIDENT ~ 

THE AMERICAN INSTITUTE 
OF GRAPHIC. ARTS 


knowledge of color smothered the fundamental soundness of 
modernism in an out-pouring of horrors. Is it odd that we 
have often reverted to older days as a measure of refresh- 
ment? 


These conditions are reflected in the materials and displays 
submitted for the Wolf Award. Painfully misunderstood 
modernism was apparent here and there against a general 
persistence of older traditions which we know to be out- 
moded today. 


Against such a background the fewer items of sound de- 
sign were so conspicuous in their merit that the jury had 
little difficulty in making its final selections. 


The items which were placed first in each class will be 
found to possess in common the major essentials of good de- 
sign. They are simple in form, good in color, ingenious as 
to utility or display value, and practical in costs. As design 
they represent, without exception the true artistic force of 
today—an outgrowth of modernism which has given us utter 
simplicity and a keener respect for good color and attractive 
form. 
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DACKAEING SHOW AWARDS 


MISCELLANEOUS CLASS 


—Miscellaneous Class: Clicquot Club 
Twin-Pak, designed by Keyes Fibre 
Company; used by Clicquot Club Co.— 





The Utility of the 
Modern Package 


PACKAGING CANISTERS 


COTTONE 


PIC KES 


—Packaging Canisters: Cotton Picker, 

label designed by Gustav Jensen; con- 

tainer designed and used by Bauer and 
Black— 





By KATHARINE A. FISHER 
DIRECTOR 

GOOD HOUSEKEEPING 
INSTITUTE 


I AM most interested in this whole question of modern pack- 
aging and package design. While I appreciate the progress 
being made in design, I am particularly interested in the util- 
ity factors involved in packaging. For example, I am always 
interested in seeing useful information on the package in ref- 
erence to the effective use of the contents. This informaiion 
very often becomes an actual part of the design, as color and 
arrangement of space in directions printed on the package are 
most important in drawing the attention of users to this in- 
formation. 

I am also very much interested in closures, particularly in 
reference to the ease of opening the package and the effective 
functioning of the closure during the time the package is in 
use. This question of closures, of course, involves a number 
of factors, as, for example, the effect of the closure on the 
cost of the package, the method of opening the package, and 
the appearance of the opened package. Paper cartons of 
food and other household materials have not gone very far 
as yet in reference to the ease of opening the package. Con- 
sequently, one often sees on the pantry shelf a sorry looking 
sight. Sometimes the opening made by the user is too large, 
with the result that the contents spill out. Sometimes it is 
too small for convenience. Very often the torn edges are 
curled back in an unsightly way, and often the open package 
is not protection against the entrance of insects that may 
invade the pantry. 

You will probably feel that I am almost too utilitarian in 
my attitude to this question of packaging, but, after all, I 
think you will agree with me that it is an important aspect. 
As I have already said, I am very much interested in the 
whole question of design. It has made the pantry shelf today 
look almost like an art exhibit, and it surely adds to the 
cheerfulness of the housekeeping scene. 
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PUZZLES-BIGGEST SALES 
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Nothing comparable to the 
sweeping success of the pic- 
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sure-fire stimulator of sales 
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IDEA OF THE CENTURY! 


What’s New in Business 
Picture Puzzles—-1933’s First Boom 






















page of every leading news- 
paper, magazine, and roto 
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P.S. Another Einson-Freeman idea wins First Award in Display Container 


Division—American Management Association Packaging Competition 
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PACKAGING SHOW 


—Folding Cartons: A. P. W. 
Toilet Tissue, designed by Mc- 
Cann-Erickson, Inc., and the Na- 
tional Folding Box Company; 
used by A. P. W. Paper Co.— 


TIN CONTAINERS 





All, 


Color. Chief 
In Dackaging 


In PLANNING a new wrapper for “Camay” soap, the Proc- 
ter and Gamble Company interviewed 19,760 women to secure 
their reaction to color and design. The test revealed that 
most women react to color but apparently disregard design. 
This being the case, it would seem that, in general, the same 
standards and rules should be followed in preparing folding 
boxes, wrappers, display cartons, and shipping cases. 

Several points to be considered in the construction and 
design of packages are: 

1. Construction, including stability, suitability for pack- 
aging machinery, convenience to consumer and economy for 
shipment. 

2. Color, in which balance and harmony are essential, the 





—Tin Containers: 
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AWARDS 


NG PAPER BAGS 
NS ENVELOPES 








EIGaw AVIdSIG 


—Paper Bags and Envelopes: 

Royal Jewel gold and metallic 

paper coffee bags, designed by 

Ben Nash Products Development 

Company; used by Jewel Food 
Stores, Inc.— 


Clean- 


entered by Devoe & 


Reynolds— 


Factor 


By IRMA E. MAROHN 
PACKAGE STYLIST 
ROBERT GAIR COMPANY 


importance of which is demonstrated by the Procter and 
Gamble survey. 

3. Design, in which the chief consideration should be 
given to lettering, distinctiveness and simplicity. 

4. Displays, which should be made so as to guide atten- 
tion to the goods rather than to the displays themselves. 

The top and sides of the carton or package have become 
increasingly important with the development of modern dis- 
play, and have added significance to the carton’s third dimen- 
sion because of its display on counter or floor stands. 

Under these conditions the continuity of design around 
the package, rather than the treatment of individual panels as 
separate units is essential. (February 20, Drug Trade News.) 
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“SO-LO” CHAIN STORE WINDOW 
DISPLAY CONTEST 


A new window display contest has just been announced 
by “So-Lo,” which, as many of our readers will know, is shoe 
repair material. The contest is for chain stores, and displays 
created by store managers or assistants may be entered in the 
contest. Cash prizes amounting to $100 will be awarded to 
the best entries, and a special gift-prize will be awarded to 
everyone who enters the contest. 

Prizes will be awarded on a basis of sales value of the 
display, not on a basis of size of store or size of window trim. 
Those with smaller stores will have an equal chance with 
those with larger stores. Simply send in a snapshot of your 
“So-Lo” window trim to “So-Lo Contest,” care of Chain 
Store Age Publishing Corp., 93 Worth Street, New York, be- 
fore April 30, 1933. 

The prizes to be awarded will be: First prize, $50; second 
prize, $15; third, fourth and fifth prizes, $5; twenty $1 prizes. 
Judges of the contest: are R. E. Bryan, Manager General 
Merchandise Edition of Chain Store Age; Jack T. Chord, 
Editor DISPLAY WORLD, and Joe J. Marx, Vice President 
“So-Lo Works.” ... Advertising and display material, con- 
sisting of display cards, posters, signs, circulars, repaired 
shoes on stands and section of repaired tire, can be secured 
by writing “So-Lo Works,” Cincinnati, Ohio. 





JOSEPH SCHACK ORIGINATES NEW DECORATIVES 
FOR “CENTURY OF PROGRESS” 

Joseph Schack, one of America’s foremost manufacturers 
of floral decorations, in experimenting with the fire-proofing 
of various materials, for “Century of Progress” exhibitors, 
originated a new material similar to cellophane that is semi- 
transparent and pearl-like in appearance. It is called “Pearl- 
atine,” and when made up into floral displays makes one of 
the most attractive decorations on the market today. 

These floral pieces are mounted in vases, stands and set 
pieces. The stands are made of a variety of materials, some 
of composition reinforced with steel wire, and others of wood 
combined with composition, others done all in wood. Some 
stands are illuminated so that the light is decorative in na- 
ture, and the illumination is thrown on the flowers. These 
displays are illustrated in a new booklet called “Century of 
Progress Floral Decorations,” published by Mr. Schack. This 
interesting book is gladly sent free to any merchant or 
displayman. 

Another new book, also just published by Mr. Schack, is 
his “Floral Parade Book.” The book illustrates and lists the 
largest selection of decoratives obtainable for parades and 
floats. With this book it is a ‘simple matter to plan and 
estimate the cost of any type of float. Write for it. It’s free. 





KELVINATOR PLACES LARGEST 
NEON DISPLAY SIGN ORDER 

The Kelvinator Corporation has placed, what is believed 
to be, the largest Neon Sign Display order of recent times. 
Thousands of signs have been ordered, all to be completed as 
quickly as modern machinery and human hands can pro- 
duce them. The Kelvinator Corporation, like hundreds of 
other national advertisers, appreciate the true value of neon 
as a means of identifying their dealers, and of the unequaled 
advertising value of neon displays over other display me- 
diums for the same dollar expended. By the use of neon 
displays, the advertiser will be assured a display that will 
not only be permanently featured on the dealer’s counter, or 
in his window, but will also secure preferred and dominant 
placement of his name and merchandise. 
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The New Decorative Material 
for Every Display Requirement 


In window, showcase or wall case—in 
fans, columns, pedestals or panels— 
Corobuff, The Brand New Decorative 
Paper, best provides that eye-arresting 
punch that is the aim of every display- 
man. 


Corobuff is available plain, or scored 
(under patent No. 1839871) ready for 
folding into a multitude of forms. Be- 
sides gold, silver, and a blazing Rainbow 
pattern, Corobuff is offered in thirty- 
one beautiful colors. Packed in standard 
rolls, 30 inches wide and 40 feet long, in 
individual cartons. (Silver and Gold, 
25 inches wide and 20 feet long. ) 
Corobuff is used by R. H. Macy & Co., 
Gimbel Bros., Marshall-Field, Bamber- 
ger’s, Truly-Warner, W. T. Grant 
Stores, and thousands of others. 

The coupon will bring you complete in- 
formation on Corobuff promptly. Fill 
it out now! 


Window Advertising, Inc. 


EXCLUSIVE DISTRIBUTORS by 


300 Fourth Avenue, New York City 
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WINDOW ADVERTISING, INC. 
300 Fourth Ave., New York 


Please send complete information on Corobuff. 
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DISPLAY 
WORLD 


Title Registered U. S. Patent Office 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 


H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
JACK T. CHORD, Managing Editor. 














OUR PLATFORM 


1. The Development of Window Display Advertising. 

2. More Display Cooperation by Manufacturer and Merchant 
3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession and Industry. 
5. Appreciation of Display’s Power in Merchandising. 

6. Absolute Independence of Our Editorial Columns. 


The members of the display profession and industry and users 
of window display advertising are earnestly invited to submit manu- 
scripts and photographs for publication. Always give sufficient data 
to make the material of greatest value. Through the columns of 
DISPLAY WORLD your ideas, accomplishments, experiences and 
creations secure nation-wide recognition. Receipt of all material 
acknowledged promptly. When requested, manuscript and photographs 
are returned, but the publishers assume no responsibility in connec- 
tion therewith. Publishers reserve the right to edit all manuscripts. 


Subscription Price, $3.00 Per Year 


$1.00 Additional to Canada and Foreign Countries. 
Advertising Rates Upon Application. 
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UNEMPLOYED DISPLAYMEN 
TAKE NOTICE 

The parade of “the Fourth Winter” through these forty- 
eight states has just about completed its “line of march.” 
We hear that the vanguards of “Spring’s Parade” are paying 
their respects in the Southernmost parts of this country, and 
we sincerely hope that with the passing of this parade 
the crisis of “these depression years” will have been sur- 
mounted. It has been a trying time for all of us. It hasn’t 
meant one adjustment, it has means of several; and while it 
has brough home a clearer appreciation of our responsi- 
bilities, we don’t believe additional “rubbing it in” necessary. 
If the lesson of constructive living, working and building has 
not been absorbed in these past four years, it never will be. 

The time has come for all of us to borrow literally of the 
old paraphrase, “Now Is the Time For All Good Men To 
Come To the Aid Of Their Country.” It isn’t, of course, 
so much the country each man should aid as it is the indi- 
vidual. But it is by such individual aid that, collectively, in- 
dividual helpfulness may be reflected throughout the entire 
length and breadth of this country. 


FREE ADVERTISEMENTS 

To make our point of individual helpfulness perfectly 
clear, DISPLAY WORLD proposes to run without cost 
advertisements in DISPLAY WORLD for displaymen now 
unemployed. The only stipulations that we make are: 1, the 
displayman must not be employed; 2, the displayman must 
be well qualified to accept a display position; 3, type of dis- 
play work must be specified, men’s, specialty store, general 
department store, card writer; 4, preference as to part of 
country; 5, salary; 6, age and responsibilities. 

These advertisements, in the form of “positions wanted,” 
will appear in our “Opportunity Exchange” columns. It is 
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through the appearance of such advertisements that we believe 
many capable and worthy displaymen now unemployed will 
find employment. When we say, “now unemployed,” we hope 
that statement will not be interpreted as “lack of ability.” 
The positions wanted advertisements that will appear in 
DISPLAY WORLD will represent men who have been 
thrown out of employment through their stores’ retirement 
from business, merger or consolidation with other stores or 
other conditions over which they have no control. We sin- 
cerely trust that this action on our part will merit the con- 
sideration of retailers that it deserves. Also, that it will 
serve to inspire other organizations to offer similar “aid” to 
their less fortunate associates. 





RECOGNITION 

Why is it that in many instances when an advertiser’s 
program is announced and the various media to be used are 
enumerated, one finds window display omitted. Investigation 
has shown that in most of these cases “Point-of-Sale” dealer 
display in some form or another is provided for, but the ex- 
penditures involved are not designated as for a _ specific 
advertising medium. 

Probably one factor contributing to this condition is that 
in many organizations the dealer display activities are in- 
cluded in the function of the sales department and not the 
advertising department. 

So far as window display interests are concerned it mat- 
ters little where the expenditures for window display adver- 
tising are entrusted; the important thing is that adequate sums 
be spent for this unusually effective and profitable means of 
advertising and sales promotion. 

At the same time it would be much better, and for the 
general good of all display interests, if the sums spent for 
window display in its every form were to be aligned with 
other advertising expenditures and designated specifically in 
the breakdown of those figures. 

We believe the effective advertising program of the Co- 
operative Committee of Window Advertising, Inc., has ac- 
complished much in directing special attention to window 
display as a specific advertising medium. May this splendid 
work continue! 





IDENTIFICATION 

Why are most producers of “Point-of-Sale” material re- 
quired to “sell” their organization’s ability to create displays 
each time a new contact is made? There are many factors 
entering into the constant sales job required of producers of 
displays, but we often feel that certain resistance could be 
eliminated immediately and a favorable impression made 
were the medium of contact to bear a stamp of positive 
identification. The purchaser of “Point-of-Sale” displays 
thinks in terms of displays, not lithography, process or other 
mediums of production. How often have you had to give the 
buyer of displays the old “song and dance” before you were 
capable of convincing him that your organization was actu- 
ally in the business of display production? And how many 
times have you had the same prospect exclaim: “You'd 
never know it from your letterhead or card.” 

“Point-of-Sale” displays constitute a clearly defined me- 
dium of merchandise presentation, but they constitute a me- 
dium that most producers seem to choose to subordinate. 
We feel that immediate recognition of this medium is neces- 
sary, and to give the creation of the method of recognition 
momentum, DISPLAY WORLD suggests the cooperation of 
“Point-of-Sale” producers that the idea may be the product 
of the field itself. Our plan of creation is explained on page 
29 of this issue. 
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Aries Asks 


Arms 


By ANITA ARMSTRONG 
ASTROLOGER 


ARIES: THE RAM 
MARCH 21 TO APRIL 21 


Turse people are progressive but are not interested in 
routine. They must have a constant change of thought, asso- 
ciation and environment or they become impossible to live 
with. Keep them on the move and no more interesting per- 
sonalities are known. The stars have given them a very up- 
setting two years, and those born after April 12 are still un- 
able to make the most of their opportunities. 

THE NEW MOON 

The New Moon for Aries brings a very unsettled condi- 
tion to a head. War clouds are gathering over the world, and 
poor, little old U. S. A. will have to take sides. The question 
of armament will prove most important, and the stars advise 
secret moves to protect all vulnerable points. Jupiter is out 
of orb, and those in authority seem to lack the foresight to 
push any advantage. 

Business conditions are better than in some time. Lack 
of ready money is the only upsetting aspect—doubtless that 
is enough to prevent any great advancement at this time. 
Home conditions are unsatisfactory and welfare and charity 
will proceed with utter unappreciation.... Finances are 
badly aspected, and the subject of bartering will be given 
considerable thought and discussion. ... Partnership in 
business and marriage are headed for the rocks; so if you 
are in partnership, use discretion, and if you are not, stay 
out until this condition clears up.... There will be an 
effort to stabilize the stock market, and much writing will 
be done. ... Sudden journeys of a mysterious nature will 
be undertaken, and the public will wonder what it is all 
about.... Fear is rampant, so try to guard against this 
condition. 

THE QUESTION OF COLOR 

The color chart emphasizes brown, blue, white and red. 
Combinations of contrasting colors, or different shades of 
the same colors will be shown. Black, green, white and blue 
will play favorites for evening wear. Gold, silver and crys- 
tal trimmings will be popular. ... The waist line still fluc- 
tuates, and the fitted line is evident. Women will take diet 
seriously, and if it is not well balanced it will prove very 
unwise. ... Sleeves will be complicated in trim and design. 
. .. Neck lines are more severe. . . . Formal occasions favor 
the long dress, and as the Stars told long ago, the bifucated 
costume is coming to public attention causing argument and 
criticism. 

SHOES AND THE FEET 

Shoe prices are unstable. The inferiority of materials em- 
ployed in their manufacturer have caused this condition, 
added to the fact that imports made at such a decidedly lower 
cost have necessitated the slashing of our prices. Mars and 
Neptune, conjunct, should give us a change in the line of 
footwear. The shorter vamp will undoubtedly appear. There 
is an indication of a new material; it will be a product of 
our native Earth, and will consist of some vegetable compo- 
sition. These new shoes will have an artistic value, but 
financial gain will be very uncertain, due to too much opposi- 
tion. 
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Il’S HERE---- 


The latest modern media for work in OILS 
Nat-Mat" *» CANVATEX Cardboard. 

Not an imitation, but GENUINE CANVAS 
surface, snow white linen texture, 24 ply 
thickness. 

A liberal size FREE sample is yours for the 
asking. 

Local dealers in all principal cities. 


National Card, Mat & Board Co. 


MFRS. 


4318-36 CARROLL AVE. CHICAGO, ILL. 











FELT FOR DISPLAY 


Many Practical Ideas Free! 


“THE USE OF FELT IN THE SHOW WINDOW” 

is a most helpful guide for displaymen who are 

interested in using FELT to create at economical 

pe based displays that are unusual in attracting 
ntion. 


This booklet is free to displaymen. Write for 
copy TODAY. — 


WESTERN FELT WORKS 


Established 1899 
Main Office and Mill: 4131 Ogden Avenue, Chicago, Illinois 
Eastern Office and Warehouse: 42-44 East 20th St., New York 
Stocks carried at: 713 South Los Angeles St., Los Angeles, Cal.; 
1239 Howard St., San Francsico, Cal.; 1110 Post St., Seattle, Wash. 
Branches: Detroit, Cleveland, St. Louis, San Francisco, Denver 


> Fe. 1. © 
a a 
Sié sel Only Manufacturers of 
, ALL ARTICULATED 
SIEGEL MANNEQUINS, INC. MANNEQUIN 


Patent Applied For 
STANDS—SITS—LEANS 








102 W. 37TH STREET, NEW YORK 


PENN. 6 9494 





























GRASS MATS 


“FORGET-ME-NOT” BRAND 


MAKE EFFECTIVE WINDOW DISPLAYS 
Made in U. S. A. 
Standard Sizes and Yard Bolts. Save—Buy Direct from Mfr. 


JULIUS LOEWITH, Inc., 114 E. 16th St., New York 

















ADHESO DISPLAY LETTERS 


ME An attractive celluloid letter or numeral with an 

‘ adhesive non-dry-out gum which will instantly adhere 

to any display background—does no damage to display surface—is very 

economical—can be re-used indefinitely—is raised from the surface. 
The ideal product for unusual attention-getting display. 

Availabie in several colors. Write for prices and full information. 


COLONIAL SALES CORPORATION 3 POON Ake 
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WILL NEWSPAPER OR RADIO 
BE THE ONLY MEDIUM? 

On February 18, DISPLAY WORLD received the fol- 
lowing letter from N. Cohn, sales manager, Clifford & Chap- 
man, Inc., Advertising Displays, Chicago. As Mr. Cohn’s 
letter contains much “food for constructive display installa- 
tion thought,” it follows in its entirety: 

“In the February 7 edition of the Chicago Daily News 
appeared an article, ‘Eveready Tube Plans Big 1933 Sales 
Campaign.’ Following an outline of the plans of this divi- 
sion of the National Carbon Co., is this statement: ‘The 
company’s plans, it is understood, call for an extensive ad- 
vertising campaign, using newspapers exclusively.’ 

“T happen to know that at least one other medium has 
been arranged for this program, Dealer Display. Probably 
there will be two or three other mediums employed, such as 
trade papers, direct-by-mail, etc. The point I stress is that 
newspapers will not be the only medium of advertising. 

“Your newspaper man may now arise and say, ‘Well, the 
newspaper is, after all, the only real medium,’ but let him 
see how this fits the other foot. 

“In a recent broadcast on Campana’s Italian Balm, Mr. 
Announcer stated that radio was the only advertising the 
company employed. Another mis-statement, for I happen to 
know that the company is using Dealer Display material. I 
do not know what other mediums were employed, and I am not 
particularly concerned right now whether newspaper, maga- 
zine, outdoor, or any other form of advertising would be as 
effective as the air. 

“The point I wish to stress is that all of us, regardless of 
our medium, would make a better case for advertising in 
general by treating our competitive mediums as worthy of 
consideration by the advertiser, even though not as effective 
as our own, The ideal situation would be one where ithe 
advertiser would allot all media a good sized chunk of 
money. But let’s forget Utopia for a moment. 

“In the past few years advertising has failed to stem the 
tide of depression, and the average concern seems to be more 
interested in newer ideas of merchandising than in larger 
advertising budgets. Likewise, the concern that has been 
chary of big appropriations is charier and warier than ever 
before; if we put up a bitterly selfish fight for our own 
medium and insist that other mediums are hardly deserving 
of serious consideration, we are simply cutting throats—and 
harming advertising in general. 

“Let’s talk about extensive use of our own medium, not 
that ‘exclusive’ angle. Let’s think in the same terms that 
the physician does in prescribing a diet, good balance.” 





A NEW IDEA IN CUT-OUT 
LETTERS FOR DISPLAYS 

Here is a new idea in cut-out letters for window display 
use that should prove invaluable. The name of these new 
letters is “Stik-ons.” They are made of the finest quality, 
heavy celluloid; they come in various styles and sizes and 
can be used for all types of window backgrounds, window 
cards and general advertising display purposes. The back 
of each “Stik-on” is channeled—because of its beveling— 
and the channeled groove contains a small quantity of “Ever- 
lasting Mar-proof Gum”—a specially prepared substance that 
adheres rigidly, withstands heat and may be used indefinitely 
without losing these properties. 

“Stick-ons” will stick firmly and cleanly to uncoated 
showboard, celluloid, glass, wood, leather, metal and other 
surfaces. The channel creates a vacuum—increasing the 
stick-to-it-ive-ness—and keeps the gum away from the edges 
at all times and temperatures. To remove the letters the 
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finger nail is inserted under the letter or numeral with the 
letter or numeral lifting off. The gum still adheres to the 
“Stick-on,” the surface of the display material is left un- 
marked, For prices and additional information regarding 
“Stick-on’s” contact the manufacturer, The Price & Hoffman 
Company, 522 Fifth Avenue, New York City. 





“COROBUFF” FOR YOUR 
EASTER DISPLAYS 

Easter displays have always been a problem for the 
smaller store, but the problem this year embraces not only 
the smaller store but the larger store as well. As Easter 
displays will be limited, the new bulletin just issued by Win- 
dow Advertising, Inc., 300 Fourth Avenue, New York City, 
illustrating “COROBUFF” silhouettes for Easter, should 
prove of tremendous help in solving display problems. 

This new bulletin illustrates a series of silhouette cut- 
outs. Their use is so flexible that they can be used with 
equal effectiveness as backgrounds, on backgrounds, on ledges 
and counters, in show cases and for departmental displays. 
“Corobuff” is suggested as the material for silhouette repro- 
duction. “Corobuff” is a new type, corrugated display paper. 
It can be used for all types of background and floor cover- 
ings; as coverings for display platforms, pedestals, panels 
and boxes. It comes in thirty-one colors, and is 30 inches 
wide. 

We suggest that you write Window Advertising, Inc., for 
a copy of this Easter bulletin. It not only illustrates several 
of the silhouette cut-outs but lists the colors and prices. 
Also, have them include their bulletin which shows the basic 
uses of “Corobuff.” This bulletin should be in the hands of 
every displayman and in every small store’s display files. It 
will help solve the problem of inexpensive displays. Both 
bulletins are free. 





“DISPLAY’S THE THING” 

The Allied Beauty Conclave at their annual exposition 
at the Hotel New Yorker, New York City, had a special 
playlet entitled “Display’s the Thing” in which J. Graham 
Waters, past president of the Metropolitan Window Display 
Men’s Club and owner of the Merchants Window Decorat- 
ing Company of Brooklyn, N. Y., took a leading part. Mr. 
Waters gave a demonstration on the stage of the proper 
method of dressing a beauty parlor window display. 


— —_<<> -o— 


WINDOWS IN MAY 


(Continued from page 9) 
moved and forms substituted. The “baby” display will fea- 
ture all merchandise flat on the panels, as well as the “acces- 
sory” display. 
DECORATIVE DISPLAY 
BACKGROUND 

A smart background can be produced by the introduction 
of severely plain walls, a long, low floor platform in the cen- 
ter, and at the back of which a modern architectural form 
appears for decoration. This form can be as simple or 
as elaborate as desired. Due to the fact that this form is 
the only decorative relief in the display, don’t decorate it 
too much. It’s form, being circular, suggests the formation 
of a tubular design which is in itself decorative. An etched 
design could be introduced on the edge or in the center of 
each panel. Or, even more effective, the positive introduction 
of colored lights in the severely plain, silver tubes. Four 
gradations of color would be required for each display. The 
center tube would reflect the heaviest or lightest color, as you 
choose, with the tubes on each side either building up or 
toning down the color. 
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KLIEGL SPOTLIGHTS FOR 
WINDOW DISPLAYS 


Klieg] Bros., 321 West Fiftieth Street, New York City, 
manufacturers of theatrical, decorative and spectacular light- 
ing equipment, have just issued a new catalogue or bulletin 
on spotlights and accessories. This new bulletin is, without 
a question of a doubt, the finest, most complete presentation 
of this equipment that has ever been offered to the display 
crafts. Kliegl Bros. are fundamentally a theatrical lighting 
organization, but this new bulletin will prove their ability to 
serve the display field with electrical equipment. 

Much of their equipment is confined to stage lighting, but 
when we get into “picture lighting projectors,” “incandescent 
spotlights,” “ceiling spotlights,” “remote-control color-chang- 
ing spotlights,” “sidewalk projectors,” “arc lanterns,” “color 
wheels” and “effects,” the displayman has at his command 
equipment capable of actually producing stage lighting in the 
show window. Every displayman should have a copy of this 
new bulletin No. 105. Just write Kliegl Bros. The bulletin 
is free. 





STENSGAARD & ASSOCIATES OPEN 
NEW YORK CITY OFFICE 


An announcement has just been made by W. L. Stensgaard 
& Associates, Inc., of Chicago that they are opening an East- 
ern office to be located in the Empire State Building, New 
York. This office will be in charge of H. D. Barber, a vice- 
president of the company. The home office of this company 
is located in the Merchandise Mart, Chicago. They are spe- 
cialists in sales planning and merchandise presentation. Also, 
they are the world’s largest operators of the Itinerant Display 
Plan. Among their clients are such firms as Hickok, Stetson, 
Interwoven, Max Factor, Hoover, Talon Fastener, American 
Asphalt Paint Co., Bissell Carpet Sweeper Co., Society Brand, 
Bostonian Shoes, Holeproof Hosiery, Hickey-Freeman and 
others. ...L. O. Duncan, for many years sales manager of 
the Grand Rapids Store Equipment Company, and a specialist 
in store planning and departmental traffic, has joined them as 
an associate director in the sales department. He is covering 
central states territory from the Chicago office. 





FLOOD LIGHT SIGN NEW FEATURE 
OF MERCHANDISE PLAN 

A flood light sign for retail druggists is the feature of a 
new merchandising plan just originated by the Druggists’ 
Supply Corporation. The sign is of such a nature that it can 
be used by dealers in a number of ways; to flood his entire 
window, over his door, inside the store, etc. The dealer’s 
name will appear in the center of the sign; above and below 
it will appear the names of twelve nationally known products. 
These signs will be given away free, through the 122 whole- 
salers who are members of the D. S. C. to retail druggists 
who undertake to buy twelve $10 deals, one each month. 
Each of the deals will include an assortment of the twelve 
nationally advertised products the names of which appear 
on the sign. 





ARTEX POSTER COMPANY 
IN NEW LOCATION 

..“What,” some of our friends have said, “is the big idea 
of moving?” Our answer is very simple. First, more elbow 
room is needed to handle our increasing volume of business; 
second, the new location concentrates all operations upon one 
floor, making possible closer supervision and cooperation 
on each phase of every job and speeding up production. The 
new location is 48-50 West Twenty-first Street, New York 
City. 
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“PEARLATINE’ 


A NEW FIREPROOF 
FLORAL DECORATIVE 


Originated and Made Exclusively 


by JOSEPH SCHACK 


For Exhibitors at the 


CENTURY OF PROGRESS 


Now Available for Use 


in Your Show Windows 


Create a sensation in your community by using the 
same decorations in your window as are used in the 
Century of Progress, fully illustrated in our new 
Century of Progress Floral Decoration Book.” 
Foliage is made of a new material similar to cello- 
phane that is pearl like in appearance and abso- 
lutely fireproof. Most beautiful decorations on the 
market. Write for booklet today. 


FLORAL PARADE BOOK 


Just off the press—our new book showing a collec- 
tion of fully decorated floats and illustrating and 
pricing all decorative materials. Most valuable help 
you can have in designing floats. Free for the asking. 
DO IT NOW!! WRITE FOR 
BOTH OF THE ABOVE BOOKS 


Joseph Schack Decorating Co. 


838 Rush St., Chicago, III. 











@NEW---DIFFERENT---PRACTICAL AND ORIGINAL 
_ your own BRISCHOGRAPH for $10.00 


AND SAVE FIFTEEN DOLLARS... 
Set of two, new scientifically correct lenses completely 
mounted in metal tube and a 
tube housing with flange and 
bolts and nuts ready to fasten 
to your home made lamp house. 






These four inch lens will enlarge 
49 square inches or 7x7 inches 
of picture at one time. Will en- 
large to life size within ten feet. CAN YOU BEAT 
THAT? Will simply make a box about 6x10x12, two 
sockets, cord and plug and you will have as fine a projector as 
you will ever care to own. We now have transpose mirror for 
lens unit above at $2.00. Mirror, 4x6, is metal mounted and 
slips over lens barrel. 

Two, four inch lenses completely mounted in metal tube, etc., 
with instructions and suggestions, for $10, cash or money order. 
If you send cash, have your letter registered at P. O. Transpose 
Mirror, $2.00. All deliveries prepaid and sent following day. 
Money back within ten days just as quick. 


The Brischograph, 92 E. Lakeview Ave., Columbus, O. 
NOW IN ITS FIFTH YEAR 











MAKE A START 





FOR 1933 


After the adjustments of the past year or two, there is a very 
definite interest among individuals and businesses to make a 
new start and to build for a future. 
Now is the time for you to fight a battle for work and for 
better pay. This can best be done in your case by starting 
now to make yourself proficient in the work you undertake to do. 
We Solve Your Problem With Our New 
Home Study Courses. 

Because you can pay in small installments worked out to meet 
your financial condition. Write us fully about your ambitions 
and present conditions and we will try to help you be prepared 
for better times when they arrive. 

THE KOESTER SCHOOL 

Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 
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NATIONALLY ADVERTISED GOODS 
By B. VAN BEENEN 
HICKOK 
ROCHESTER, N. Y. 


Win DOW displays should be linked closely with nationally 
advertised merchandise, because the consistent national ad- 
certiser has a reputable product that cannot be bought at 
so-called bargain prices. 

Nationally advertised merchandise offers quality and sat- 
isfaction at a fair price to the consumer and a fair profit to 
the dealer which allows him to advertise and display nation- 
ally known products to bring customers into his store. 

Hundreds of dealers have enjoyed an increase in sales on 
Hickok Belts, Buckles, Braces and Garters as well as mak- 
ing other sales from additional traffic brought into their 
store while showing a full window of the well-known Hickok 
products. 

Windows are a very valuable asset to your business. The 
buying public judges your store by the merchandise displayed 
there. You can gain their confidence by showing merchandise 
that is well known for quality and fashion rightness. 


DISPLAYS AT THE POINT-OF-SALE 
By G. F. OLSON 

ADVERTISING MANAGER 

Ww. A. SHEAFFER PEN CO. 

FORT MADISON, IOWA 





Tur year just past has stressed the necessity of distinctive 
displays at the Point-of-Sale—the dealer’s store. Never be- 
fore has it seemed so hard to create action through other 
types of advertising. I think you grasp what I mean. Some 
people have been so interested in cutting down their pur- 
chases, that while they have appreciated a well-thought-out 
advertisement, the advertisement hasn’t moved them to go to 
the dealer’s store and make a purchase. The dealer, however, 
by a well-thought-out display in his window can get people 
into his store. His display appeals alike to the one who 
saw the ad and to the one who didn’t. Everyone who passes 
his store will pay attention to the dealer’s display if it is 
sufficiently interesting. 

Once there was a time when an unshaved man could get a 
job. Nowadays if a fellow applies for a job he necessarily 
spruces up a bit first. Once there was a time when even 
dealers that were careless in their methods obtained a fair 
share of business. Nowadays, however, the store that has 
the most attractive displays is the one that attracts business 
and has the best chances of winning out. I believe that it is 
imperative that store managers give good displays in their 
windows and in their stores to the profitable lines that they 
carry. 

So this opens up a great opportunity and a great obliga- 
tion to the designer of window displays. Selling is a three- 
point problem—name display, reason-why, and the urge to 
buy. Particularly with a radio program, we must look to the 
window display to supply the reason-why. It must supply a 
distinct Stop, Look and Listen quality, coupled with the 
detail of the product—formula, operation, or use of the mer- 
chandise. It must turn name publicity into urge for action. 

Since very few people are living in homes furnished in 
the ultra-modern or modernistic type of furniture, we believe 
there is only a limited interest and acceptance for such types 
of merchandise. Therefore, we are not using modernistic 
settings, except to a very limited degree, in any of our dis- 
plays. We are leaning more toward the adaptations of au- 
thentic period designs, using furniture that secures more 
home-like surroundings. 
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We use small price tickets with all merchandise shown in 
windows, without regard to whether the items shown are in- 
expensive or very costly. If the merchandise shown in the 
window is shown with the idea of selling it, our policy is to 
show the price of the article. We show also the prices of 
all accessories that may be displayed with the major article 
of apparel, whether for men or women. 





DRUG CHAIN PLANS TO SELL 
DISPLAY SPACE 

One of the largest chain drug store organizations in the 
country is studying a plan which wil! permit it to offer manu- 
facturers a guaranteed spot display service in its stores. Un- 
der the system being studied, every display position in the 
interior and in the window of each store would be evaluated 
as to its attention value, and the chain would be able to 
offer manufacturers choice positions in its windows or on 
open display counters in the store and guarantee that the 
display would appear in spots with the same display value 
in every store. 

A group of panels would appear in the windows, each 
carrying the merchandise of one manufacturer, and each num- 
bered so as to indicate to the store manager and the central 
office the position of that particular panel in the display. 
Panels would be interchangeable, so that contracts could be 
accepted from the same manufacturer for different positions 
at different periods. 

Similar methods would be used inside the store. In each 
spot in each store numbered according to its display value, 
manufacturers could contract for “number 1” position, and 
get the best display location in each store, as indicated by 
the previous survey. Each store manager would be supplied 
with a complete chart of his store, enabling him to place each 
display in its spot without difficulty. If the plan is adopted, 
it will probably also include division of the company’s stores 
into territorial groups——(December 24, Advertising Age.) 





RACKETS AND 
1933 

Advertisers in 1933 are going to save a lot of money re- 
sisting rackets. In such times as these, every national adver- 
tiser is confronted with a thousand and one new schemes and 
tricky plans to obtain money from him. Such small fry as 
professional coupon clippers, sample hounds, fake home dem- 
onstration experts, and even fake physicians are but a few 
of the gnats which are continually bothering him. Small in 
themselves, they constitute, over a period of a year, a sizable 
amount of wasted time and money. Various schemes have 
been advanced to make advertisers pay for Point-of-Sale ad- 
vertising in their own dealer’s stores. Professional racket- 
eering in some cities is seeking to break into advertising. 
Money salvaged from schemes of this sort is going to be put 
into productive advertising media. 


——— ao 


HOW ABOUT MORE 
“FREE GOODS?” 

Do you remember, “Away With Free Goods?” If you 
don’t, refer to the December issue of DISPLAY WORLD, 
page 22. Read the editorial and then continue with this story 
from the sales department of Lamont, Corliss & Company. 

“We are very glad indeed to see your editorial in the De- 
cember issue entitled “Away With Free Goods.” Giving free 
goods for the use of window space is, in our opinion, an un- 
necessary evil. Although we install many thousands of win- 
dow displays each year, we do not give free goods for the 
use of any of the space because we are unalterably opposed 
to this practice. We hope your editorial will assist in the 
good work of educating the advertiser to the fact that the free 
goods evil should be eliminated.” 
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WANTED 


A National Symbol for 
Display Advertising 




















|. MAY be a combination of slogan and design or a 
mere graphic presentation. It must be outstanding in 
conception and execution. We offer as a basic sugges- 


tion the following slogan: 





Point-of-Sale — DISPLAY — The Vital Spot 





ae displays constitute a clearly de- 
fined advertising medium. Too often they are not 
given adequate recognition and consideration in the 
preparation of advertising budgets. Their parity with 
other media must be emphasized, and it is our firm 
conviction that a slogan-symbol, used by the display 
industry at every opportunity, will! assist greatly in the 


accomplishment of that result. 


[= adopted symbol should be the work of the 
display industry itself, and the cooperation of the dis- 
play industry is solicited in this undertaking. .. . 
The selection of an appropriate slogan will be made 


from all suggestions submitted by an outstanding 


The design reproduced at top of page is group of nationally known figures in the display field. 
but one of a number of rough sketches P 
submitted by W. L. Stensgaard and As- . . . The accepted idea will then be available to all 


sociates, Chicago; artist, J. T. Harting. 
concerns in the display field for unrestricted use. 


Submit Suggestions Promptly 
to JACK T. CHORD, Editor 
DISPLAY WORLD, Cincinnati 
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Display Club 
Activities 


—Officers of the Atlanta Display 
Men’s Club. Reading from left to 
right. Edgar Liberman, vice-pres- 
ident; Harry W. Hoile, presi- 
dent; Eli Cherkas, secretary- 
treasurer-~ 





ATLANTA DISPLAYMEN ORGANIZE CLUB 
Reported by 
ELI CHERKAS 

The Atlanta Display Men’s Club, with ten well-known 
displaymen of Prominent Atlanta firms as charter members, 
was organized at a meeting held recently in the Y. M. C. A. 
building. The officers elected are: Harry W. Hoile, display 
director, Regenstein’s, president; Edgar Lieberman, display 
director, Rich’s, Inc., vice-president, and Eli Cherkas, display 
director, Edward’s Shoe Stores, secretary and treasure. 
Other Atlanta displaymen attending the meeting were Frank 
Wilkie, Muse’s; Matt Johnson, Atianta Gas Light Company; 
Lou Blumberg, Zachary’s; George Breer, J. M. High Com- 
pany; Tom Rogers, J. P. Allen Company, and Ken Burham 
and Douglas L. Wells, of the Georgia Power Company. 

Mr. Hoile is a past president of the International Asso- 
ciation of Display Men, and under his leadership Atlanta 
displaymen expect to accomplish a definite display program. 
The need for closer contact of men in the profession, and 
for the exchange of ideas prompted the formation of the 
club. The club will also function as a social organization. 
SOUTHERN DISPLAY MEN’S ASSOCIATION 
Reported by 
T. WILLARD JONES 





Tue Southern Display Men’s Association WILL NOT 
HOLD A MEETING WITH THE I. A. D. M. as reported 
in the February issue of DISPLAY WORLD. The mail vote 
taken last fall favored a joint convention only in the event of 
the convention being held in Chicago. The officers of the 
S. D. M. A. are at present busy making new plans for the 
association. These plans will be ready for publication in 
the April issue of DISPLAY WORLD. This announcement 
will concern every displayman—watch for it. 

Don’t forget the S. D. M. A. photo contest. Plans for this 
contest have been made, and this contest will be conducted, 
regardless of other plans. Get your window photographs to- 
gether and plan to send them in. Dates for this contest will 
be announced in the April issue of DISPLAY WORLD. The 
rules, classes and prizes were announced in the February 
issue of DISPLAY WORLD—a copy of the February issue 
can be secured by writing DISPLAY WORLD. 

The membership drive is still in progress, and we urge all 
members of the membership committee as well as all mem- 
bers of the S. D. M. A. to give the S. D. M. A. your fullest 
cooperation in the matter of new members. We would like 
to have a complete report from all members of the member- 
ship committee concerning association activities in your ter- 
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ritory. Address all communications to the secretary, T. Wil- 
lard Jones, P. O. Box 785, Shreveport, La. 

Is your membership in good standing? If not, please send 
your dues ($1.00) to the secretary at your earliest conven- 
ience. Only members in good standing are eligible to enter 
photographs in the photo contest. 





SHREVEPORT DISPLAY MEN’S CLUB 
Reported by 
T. WILLARD JONES 


Tur “main event” on the program of the February meet- 
ing of the Shreveport Display Men’s Club was the awarding 
of the “Silver Loving Cup’—which, as readers of DISPLAY 
WORLD know, is the cup which is to rotate among Shreve- 
port displaymen during 1933 for each month’s best displays; 
the displayman capturing the cup the greatest number of 
times during 1933, retains possession of the cup at the end of 
the year. The contest for January was a close three-cornered 
affair, with T. Willard Jones notching-on “first possession.” 
The contest for February is expected to be still closer as 
many outstanding displays have been seen. 

This “loving cup” contest for each month’s best displays 
has stimulated a great deal of inteerst in club activities. 
Every displayman in Shreveport is endeavoring to capture 
the cup, which means that Shreveport displays will be in- 
creasingly attractive. 





BOSTON DISPLAY MEN’S CLUB 
Reported by 
JOHN WAITE 

The most successful meeting, this year, of the Boston Dis- 
play Men’s Club was held at the Boston City Club, February 
15. Dinner was served, after which President Sherman 
opened the meeting. 

A new educational plan, instigated by the Boston Display 
Men’s Club, has proved very successful. Three members of 
the club are chosen at each meeting to give short talks on 
“Window Display,’ and these talks usually concern the solu- 
tion of display problems. Samuel Branz of the Filene dis- 
play department, Fred Henning of the Bon Marche Co., of 
Lowell, Mass., and Frank McCann, director of displays of the 
New England Division of Sears Roebuck Co., were the 
speakers at the meeting reported here. 

There have been no social gatherings during the past four 
months, but the entertainment committee is working on plans 
for a social event in March or April. The Boston Display 
Men’s Club does not appear to be affected by the present 
business situation. The last meeting was certainly more suc- 
cessful than many meetings held during prosperous times. 
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Frink lighting for New York 
Central R. R., Chicago, Ill. 
Fellheimer & Wagner Architects. 


WHAT YOU 
CAN EXPECT 
FROM LIGHT 


Modern lighting must do more than 
illuminate. It must be distinctive and 
effiicient—harmonize with the room 
design and be low in cost and in 
maintenance. All of these you will 
find in Frink illumination. No obli- 


gation to consult us. 


THE FRINK CORPORATION 


STERLING BRONZE CO., INC. 


23-10 Bridge Plaza South 
Long Island City, New York 





e Opportunity Exchange e 











FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55¢ pr., $3.25 half doz., $5.25 
doz., postpaid. An elastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Ben‘on Way, Los Angeles, Calif. 











POSITION WANTED—Combination win- 
dow trimmer, card writer and advertising 


man with fifteen years experience in pro- 


gressive department and men’s store. 
Wishes permanent employment in south 
or southwest. Can furnish AI references. 


Address “E, F.-F” 
Care DISPLAY WORLD 








FREE EMPLOYMENT SERVICE 


POSITION WANTED ads in the Opportunity Exchange will be inserted 
FREE for unemployed displaymen and cardwriters beginning with the April 
issue. In order to secure the benefit of this FREE ad service you must be 
unemployed at the time vour ad is sent in. Please write copy very plain, 
stating that you are unemployed, the name of the last employer and the amount 


of salary last obtained. 


FORMS FOR APRIL ISSUE CLOSE APRIL 8 




















CUTAWL WANTED 


Will buy a used Cutawl similar to 
Model K-8. Must be priced reason- 
ably. Address LOEFFLER’S, Grand 
Junction, Colo. 








POSITION WANTED 


Displayman with 13 years’ large, high- 
class department store experience, open 
for new connections with large, high-class 
department store. National reputation; 32 
years old; married; finest references; open 
for personal interview. PAUL HAMLIN, 
Care of DISPLAY WORLD. 








ATTENTION, CARD WRITERS! 


Use COMIC FIGURES on cards or signs. 

TRACE “0” CHART is what you need. 

Sample and particulars, 25c postpaid. 
JOURNEAY 

1003 Fourth St. Orange, Texas 








USE THE OPPORTUNITY EXCHANGE 
As Your Want Ad Medium. Costs Only $1.50 Per Inch. 
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WHO KILLED JOHN PROSSER? 
(Continued from page 7) 


The author, the type of story, and the commercial tie-in 
assure an interesting, profitable program. But the success 
of the venture depends, to a large extent, on the manner in 
which the program is presented. Here again, Westinghouse 
secured the best talent available. 

CAST IS SUPERB 

The seventeen main characters in the story will be por- 
trayed by a cast of stars assembled from the theatres and 
movie studios. There are a total of more than forty charac- 
ters in the complete cast. A carefully selected group of more 
than 100 actors and actresses were auditioned in the selection 
of these forty people. 

-To make sure that these stars were properly directed, 
Westinghouse secured the services of a famous Broadway 
and Hollywood director, Frank McCormack. Mr. McCor- 
mack’s notable stage successes include “Raffles,” “Experi- 
ence,” “Chu-Chin-Chow,” “The Moster”’—and he personally 
starred in “The Gorilla.” Among the outstanding movies 
which he directed are “Beau Ideal,” “The Strange Case of 
Sergeant Grischa,” and “The Phantom of the Opera.” 
SETS NEW HIGH MARK 

“The Townsend Murder Mystery” is, beyond question, one 
of the finest programs ever offered a radio audience. A 
famous author, his already famous characters, and mystery 
and negro humor—two popular appeals combined as only 
Octavus Roy Cohen can combine them, a cast composed of 
one of the most competent groups ever to face a microphone, 
and a director whose ability has been proven. 

This program made doubly interesting to the radio audi- 
ence by the inducement of $10,000 worth of prizes, and bound 
into a complete unit by the contests for retailers, marks one 
of the newest, most complete developments in radio broad- 
casting. It combines the experience of years of radio adver- 
tising into a scheme that will show the way to radio adver- 
tisers. 


—_—-_——_ 


HALF OF ADVERTISING APPROPRIATION 
USED FOR “DEALER DISPLAYS” 

john T. Woodside, president, The Western Company, Chi- 
cago, made the following statement during his address to a 
crowded convention of wholesale drug distributors and exe- 
cutives of chain and department store systems at the Bal 
Tabarin, Hotel Sherman: “To create customer interest in its 
products and support its wholesale and retail distributors 
in selling Western Company products, Mr. Woodside an- 
nounced that The Western Company had spent a total of 
$9,433,687 on consumer advertising during the twelve years 
since the Dr. West tooth brush was introduced. During the 
last two years, its advertising expenditures have been in ex- 
cess of $1,000,000 a year. Last year the company increased 
its appropriation for advertising over 1931 and will do so 
again this year. One half of the company’s advertising ap- 
propriation will be used in magazines and one half in dealers’ 
helps.” 








REYNOLDS TAKES OVER PHELPS 

The well-known line of Phelps Skedoole Thermostatic 
Flashers has been taken over by the Reynolds Electric Com- 
pany of Chicago and New York. Complete stocks will be 
carried in Chicago, New York, San Francisco and Los 
Angeles. The Phelps line includes flashing sockets, Ske- 
doodle plugs, and a complete line of thermostatic flashers in 
every size, style and type. 

Mr, J. W. Phelps of the Phelps Electric Co., becomes as- 
sociated with the Reynolds Electric Company and will make 
his headquarters in Chicago. 
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SKYSCRAPER WINDOWS FOR 
SKYSCRAPER STORES 

A small show window in Macy’s, New York City, front is 
making display history. In it is equipment that shows twenty- 
four complete merchandise displays in the space of one. 
The displays are five feet wide and seven feet high—a five- 
foot frontage doing the work of one hundred and twenty feet. 
Crowds of actual prospects gaze at twenty-four vital, dra- 
matic and compelling merchandise display panels which tell a 
bigger message than has ever before been permitted in a like 
space. This equipment is not a revolving display as you 
might picture it. While mechanically operated, each panel of 
merchandise is shown in an individual setting, standing alone 
in the window just long enough to tell its story. Distributed 
by the Reynolds Displamor Corp., 47 West Thirty-fourth 
Street, New York City. 





HARRY SCHOENLAUB JOINS THE 
KROGER DISPLAY DEPARTMENT 

Creative displaymen will always be in demand, especially 
by the aggressive chain organizations, so when we heard that 
Harry Schoenlaub had deserted department store work for 
“greener pastures,” we weren’t surprised. 

Harry has, during the past two years, given Alms & 
Doepke the most creative and interesting window displays in 
Cincinnati. The Kroger organization, recognizing Harry’s 
creative ability, decided that if their proposition could in- 
terest him, he would be just the man to assist J. Roy Edwards 
in the set-up and constructive divisions. The proposition 
must have listened well, because Harry has joined the Kroger 
display staff.... Harry’s work at Alms & Doepke will be 
absorbed by his assistants. 





SULLIVAN MADE AYRES 
DISPLAY HEAD 

Sidney Sullivan, publicity director, L. S. Ayres & Com- 
pany, Indianapolis, Ind., has been appointed director of dis- 
plays for that company to succeed J. R. Patton, resigned. 
Mr. Sullivan will supervise the display work which will be 
parceled out among Mr. Patton’s display assistants... . Mr. 
Patton, associated with the L. S. Ayres Company for seven- 
teen years, has not announced his plans for the future. 
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DISPLAY SERVICE DIRECTORY 


A Guide jor National Advertisers 


. 


ALBANY, N. Y.—Windo-Craft Display Service, Inc., 376-378 Pearl 
St., Buffalo, N. Y. Branch offices: 659 Broadway, Albany; 518 S. 
Clinton, Syracuse; 185 St. Paul, Rochester. 





ARIZONA—Waghorn-Whitson Display Service, 142 S. Center. Phoe- 
nix, Ariz. Covering population centers of Arizona. 





AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 129 Sacramento Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 





CHARLOTTE, N. CAR.—Window Display & Interior Decorating 
Co., 307 Builders Bldg. Territory: Two Carolinas and Tidewater, Va. 
“Outstanding Service, Home of the Little Things That Count.” 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





‘CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





HUNTINGTON, W. VA.—West Virginia Advertising Co., 423 Ninth 
Street. A modern service that satisfies its clients. A trial will con- 
vince you. 





LOUISVILLE, KY.—l-ouisville Display Service, 1002 S. Sixth St. 





MEMPHIS, TENN.—Memphis Window Disp. Serv., 183 Vance Ave. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet. 
“\ferchandised Window Displays.” 






























DISPLAY SERVICE 
COMPANY 


110 West 40th Street New York, N. Y. 





A superior installation service for national advertisers | 
who want effective rather than “cheap” window displays | 
—in retail stores in Metropolitan New York, Northern 
New Jersey and Connecticut. 


BRANCH OFFICES 
1039 Springfield Ave, 365 West Market St. 
Irvington, N. J. Newark, N. J. | 

















NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge. Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette. Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Albert F. A. Beck, 4744 Liberty Ave. Guaran- 
teed installation in Pittsburgh’s drug market. Personally supervised 
and checked. Established and well known to the drug trade. Satis- 
factory references furnished on request. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 114. 





SOUTH BEND, IND.—Hawkins Display Service, 510 West Navarre 
St.. LeRoy S. Hawkins, Mgr. Including Mishawaka, Elkhart, 
Goshen, LaPorte and Michigan City in Indiana and Niles, Benton 
Harbor and St. Joseph in Michigan. References galore. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
621 Nebraska St. The only service covering Sioux City, Iowa. and 
Sioux Falls, S. Dak. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service 





VERMONT—Hope Advertising Service, 6 Cliff St., Orleans. 





















